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Abstract

How Independent Irish Music Artists are Practising Online PR Techniques
by Utilising Social Media Tools.

This Dissertation explores how the evolution of social media is enabling Irish
Independent music artists to publicise their music. It aims to explore the online
public relations techniques that Independent Irish music artists are using and
determine whether they are embracing it.
A qualitative research design was chosen and the primary method used to gather
the data were in-depth interviews with PR professionals in the music industry, PR
directors, major record labels. Independent record labels and Irish music artists
that practice social media.
The research findings reveal how beneficial social media are for Independent
music artists and show how social media is a positive and productive platform to
publicise music. Social media enables Independent Irish music artists to practice
online public relations techniques and reach a large spectrum of people. By using
online public relations techniques such as social media tools, it allows
Independent music artists to publicise their music effectively and efficiently in a
cost effective way, while reaching their publics.
It can be concluded that Independent music artists who practice online public
relations tlirough the medium of social media are able to interact with people
online, and promote their music to a wider spectrum of people and build up a
steady fan base.

It is evident that traditional media and new online media

complement each other and it is essential to incorporate the two together.
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Chapter 1: Introduction
1.1 Introduction
The purpose of this study is to investigate how Independent Irish music artists are
using online public relations techniques to publicise their music through social
media tools. The study was prompted by the questions, how are Independent Irish
music artists embracing social media? What social media tools are they using? Do
they use both traditional media and new media ?and is having a record label still
as important as it was in the past now that social media is evolving the music
industry and music artists have the opportunity to produce, promote and distribute
music themselves?
Back in the seventies and eighties scene, music artist used traditional methods of
media to promote themselves by gigging, the radio, word of mouth, getting songs
played on the radio. Music artists were at the mercy of record labels and music
artists never really made it or were heard of unless they had a record label and
were being advertised by that record label. For many years any band that w^anted
to be heard and had a successful music career needed to sign with a record label.
It was a very hard to be heard of without having a record label. In the nineties it
was all about MySpace for bands. MySpace is a page profile that you could list
your songs on the web and it allowed people to stream music for free and get to
know a band.
Nowadays,

new media, social media such as social networking sites, video

sharing and blogs are providing emerging artists with opportunities publicise their
music, reach a large spectrum of people create a buzz around their latest concerts,
generating an audience that would have in the past taken a lot of hard work
through traditional media. However, now with the integration traditional and new
media bands are able to reach their publics more efficiently and effectively.
Independent Irish music artists are practising online public relations techniques,
by using social media tools. Social networking sites such as MySpace, Facebook,
Twitter and video sharing sites such as YouTube are helping independent music
9

artists to publicise their music efficiently and effectively at a low cost price and
reach a larger spectrum of people at a low cost. The Internet and social media is
now an effective alternative outlet to get music out to the listening public. As well
as it being easier and more immediate for artists, fans benefit too as the music
they want to hear is more easily accessible. New media and social media have
brought a wide variety of different channels and media in which to unveil new
talent. As a result, people sourcing new music and are no longer reliant upon
MTV or radio.
The Arctic Monkeys used the internet and they became the most famous internet
band so far, their success is due entirely to word of mouth on the internet on
social networking site MySpace. The Arctic Monkeys, from Sheffield, UK have
186,823 friends on MySpace.com a fan created a MySpace profile for them and
posted songs that were given out free at gigs. The Arctic Monkeys were offering
free mp3 downloads via their own website, which was a very basic portal
including downloads, photos, future concerts and latest news. On the day their
debut album was released, Monday 23“* January 2006, the Arctic Monkeys sold
118,501 CDs, which was more than the rest of the top 20 combined (Plagenhoef,
2006). Through community-based websites, like-minded fans have tracked each
other down and spread the word of the Arctic Monkeys.

1.2 Context Review
The Internet provides access to a variety of powerful tools and services that allow
people to communicate and connect with each other. Internet technology allows
artists to introduce their music to a potentially enormous audience at low cost
without necessarily affiliating with a major recording label. The internet has
opened a channel for independent music promotion. Artists can also release music
more frequently and quickly if it is made available online.
In Ireland 98,000 albums were released in 2009 with only 2% selling over 5,000
copies. Acts can’t even get 5,000 copies sold (Caroll, 2010).The Irish music
industry is not in a healthy state and needs a face lift. While Ireland is an out10

performer in the global music market (Irish artists accounted for 2.3% of world
CD sales in 2001), the domestic market is small. The support sector in Ireland is
underdeveloped and it is difficult for young artists to break tlirough into the
international markets. (O’Connor, 2004).
Social media platforms have changed how people communicate with one another.
According to Traffickd (2009) there are more than 400 social media websites in
existence. Figures show more than half of all the Internet users have joined a
social network making it the number one platform for creating and sharing
content.
Social media, in particular social network usage, has increased at a phenomenal
rapid pace in Ireland. For example: Facebook membership has risen from 400,000
Irish users in January 2007 to 905,980 in August 2009 (Mulley, 2009).
Facebaker, a unique site to get information on Facebook statistics claims that
1,670,660 people in Ireland use the social networking site Facebook, 741,460
which are male and 881820 which are male( Facebaker, 2010). Silicon republic
(2010) claim that 700,000 people are on the social networking sites every day.
Independent music artists use online public relations techniques such as social
networking sites Facebook as it offers a potential fan base for music artists and it
allows for easy access of information such as upcoming concerts, new music and
videos.

11

1.3 Research Question
Research into this topic is only in the developing stages, with sufficient research
yet to be conducted in Ireland. The growing influence of online public relations
and social media and the need for a more comprehensive study to be conducted,
encouraged the author to explore how Independent Irish Music Artists are
practising online PR techniques by utilising social media tools to publicise their
music. Due to the fact that online Public Relations and social media have been in
existence for a number of years now, it is important to take this research to the
next level and investigate exactly how Independent Irish music artist are using
online public relations techniques to publicise their music. The research question
of this dissertation is; “How Independent Irish music artists are practicing online
PR techniques by utilising social media tools”.

1.4 Research Objectives
The main objective for this research is to discover what changes and opportunities
online public relations techniques and social media are bringing to Irish
Independent music artists in Ireland. Therefore, this research assesses how
Independent Irish music artists are influenced by online public relations
techniques and social media tools. It will examine how, and to what extent
Independent Irish music artists are embracing social media. It will seek to
detennine whether music artists are adapting online PR techniques through social
media tools effectively. Therefore it is the objective of this dissertation that, by
process of examination of literature and interview with practicing music PR
practitioners , music artists and a record label owner, to conclude whether social
whether independent music Artists in Ireland are using online PR techniques
tlirough social media tools to publicise their music effectively?
It is felt that the research obtained from this research will greatly add to the body
of knowledge available in Ireland in relation to this topic. It is also believed that
findings will provide insight into how music artists are embracing social media.
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Therefore it is the objective of this dissertation that by the process of examination
of literature and interview with various independent Irish music artists, Public
Relations practitioners, music Public Relations practitioners and Independent
music record labels, to conclude whether social media is helping to publicise
Irish music Artists in Ireland as oppose to just using traditional Public Relations
tecliniques. It is essential to incorporate both online and offline methods of public
relations.
In the remainder of this dissertation, chapter two will give a detailed analysis of
the literature relevant to this body of research. Chapter three will describe and
analyse the research methodology used to complete this study. Chapter four will
outline the findings of the research and analyse whether they have met the
objectives of the research project. Chapter five will discuss the conclusion to the
research project and offer recommendations for fiiture research.
The research objectives are:
>

To investigate how independent Irish music artists are practicing online public
Relations techniques such as social media tools to publicise their music.

>

To investigate what social media tools Irish bands are using.

> To investigate whether traditional media methods or online methods are more
effective to publicise music artists or if its essential to use them both
>

Offer recommendations to aid music artists in relation to social media.

13

Chapter 2: Literature Review
2.1 Introduction
The function of a literature review as posited by Leedy (1989) is to look at the
literature in a related area, an area not necessarily identical with, but collateral to
one’s own area of study, in order to assist in attacking one’s problem for research.
The literature can reveal investigations similar to one’s own and can show how
the

collateral

researchers

handled

these

situations

(Leedy,

1989).

A

comprehensive literature review will be conducted to establish what is known on
the subject of; How Irish music artists are practicing online PR techniques by
utilising social media tools. The review will provide a critical analysis of the
published research on this subject, both dated and current, and identify any gaps.
As themes are identified in the literature they will be allocated into categories
under relevant headings.

2.2 Defining Public Relations
There are numerous definitions for Public
Practitioners and Academics have struggled

Relations.
to

Public Relations

develop

a universally

acknowledged and accepted definition of Public Relations. Today, Public
Relations can be viewed as a management function which is practiced in four
steps, analysis, strategic planning, implementation and evaluation. (Ledingham et
al, 2000:55).
The Public Relationships Consultants Association (PRCA. 2005) Defines PR as:
The managed process of communication between one group and another... [it]
is the method of defining messages and communicating them to target
audiences in order to influence a desired response. (Chaffey 2009:22)
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According to Broom (2009; 25)
Public Relations is the management flinction that establishes and maintains
mutually beneficial relationships between an organisation and the public on
whom its success and failure depends.
Edward Bernays, the often referred to as the father of Public Relations views
Public Relations as an applied social science influenced by psychology, sociology
and different disciplines that are successfully able to manipulate the thinking and
behaviour of the public (Breakenridge & Solis, 2009). Bernays earlier public
relations practices were and still are the source and inspiration for the PR 1.0
publicity and “hype” machine (Breakenridge & Solis, 2009). According to
L’Etang (2006:7) Public Relations is an industry that revolves around propaganda
and spin. According to Breakenridge Public Relations is no longer just about
audiences she argues that new Public Relations is about people and Relationships
(Breakenridge et al, 2008: 35)
According to Breakenridge and Solis (2009:24)

Public Relations today

encourages “collaborative communication, enabling people to find, enjoy, and
share useftil information”. Public relations are about communicating with not to
the public.

2.3 Defining Online Public Relations
Online Public Relations is a media tool with features that PR practitioners should
exploit (Horton, 2008) Online is a worldwide medium that operates twenty four
hours a day, three hundred and sixty five days a year. Online is collaborative and
interactive.
Chaffey et al (2009:523) defines online Public relations as Maximising
favourable mentions of your company, brands, and products of websites on thirdparty websites which are likely to be visited by your target audience. Online PR
can extend reach and create awareness of a brand within an audience.
15

Online PR involves an array of activities geared towards influencing media,
communities and audiences that exist solely on the internet using online channels.
That includes search engines, blogs, news search, forums, discussion threads,
social networks and other online communication tools. Chaffey et al (2009) claim
that online Public Relations has witnessed much innovation of Web 2.0-based
approaches such as blogs, feeds, social networks and widgets, which has really
enhance d how people communicate with one other on an interactive and
collaborative level.
The internet played a big part in Communications but it was difficult to determine
the role it would play in Public Relations. Back in 1995, Warren Newman, an ex
president of CIPR, commented: ‘the internet is Public Relations’ but at that time,
the net ranked seventh ad an issue of importance by PR practitioners. Today in
view of its audience reach, potential for propagating information and convergence
with other media (consider webcasting, internet radio, internet protocol TV,
wireless application protocol (WAP), wikis, blogging, podcasting) the internet
provides many new tools for the PR industry (Theaker, 2008: 352).
Kelleher ( 2007) believes that online Public Relations is good news in that
anybody with internet can publish on behalf of his or her service or organisation
but it’s bad news in that anyone can publish anything. This means that if
somebody publishes something positive this will have good implications but
sometimes negative comments and publications have bad implications.

2.4 Differences between Online PR and Traditional PR.
There are many differences between online and traditional PR. It is extremely
important to distinguish the differences between the two. Ranchhod et al (2002)
identify four key differences between online PR and traditional PR.
> The audience is connected to the organisations.
> The members of the audience are connected to each other.
> The audience has access to other information.
> Audiences pull information
16

First and foremost, in relation to the audience is connected to organisations, In
the past, PR professionals solely relied on traditional media methods, they sent
out press releases which were then picked up by the media and published in the
various media outlets. Ranchhod et al (2002) claimed that the institutions
communicated and that the audiences consumed the information. Even when the
communication was considered a two way process, the institutions communicated
their message, but the communication channels were limited for audiences to
communicate back. Secondly, In relation to the members of the audience are
connected to each other, previously through publishing their own e- newsletters
or websites and contributing to discussions on others, information was sent out
fast from person to person and group to group. Nowadays, in this internet driven
era everything about a company can be discussed over the internet, everybody is a
communicator and the institution is just part of the network. Thirdly the audience
has access to other information meaning that in the past, it was difficult for
audiences to challenge the comiminicator’s opinions. Now, it takes seconds to
access different sources of information over the internet and any statement made
can be analysed, discussed and challenge by individuals. Fourthly, Audience pull
information refers to the fact that traditional media such as television, radio and
press meant that channels information and communication were limited, in
comparison to nowadays whereby there are a lot of sources and channels of
communication and information, which can result in the fact that this makes it
more difficult for messages to be seen. As traditional media offered less channels
of communication, it made it easier for public relations practitioner’s messages to
be seen Ranchhod et al (2002). (Deighton, 1996) claims that traditional media
such as print, TV and radio is predominantly push media, it is communications
that are basically broadcast from an advertiser to t consumers of the message,
who are passive recipients. On the other hand pull media is when a person
initiates contact and is actively seeking information through researching
information on a website.
According to Chaffey et al (2009) the main differences between traditional and
online public relations are that online public relations are less easy to control, this
is because there are loads of different places that a brand or organisation can be
17

discussed online, such as social networking sites, blogs, podcasts as oppose to
traditional media such as print media, television and radio. Another key
difference is that there are more options to create own stories as social
networking sites allow public relations practitioners to communicate their stories
online and to a certain extent they can bypass other media owners, such as
journalists. Chaffey (2009) discusses another difference between online public
relations and traditional public relations which is the need for faster response
because at the click of a few buttons a company or brand can get negative reviews
by bloggers or on social network so it is extremely important to respond quickly.
Finally, another main difference is that online public relations is easier to
monitor, when you type a brand or company into Google it will usually appear
and

therefore it is easy to know when it is being talked about online.

2.4.1 Traditional media Vs New Media
There are distinct differences between new media and traditional media. New
media is an easy, fast and effective way to distribute information, enhance
collaboration and two way communication. According to (Stafford&Faber, 2005)
new media can be defined as media that are interactive and integrate computers
with multimedia; they seem to greet us wherever we turn.
New media is a term that describes the emergence of digital, computerized,
interactive technologies. Interactivity is a key aspect of many new media tools.
The global reach of new media communications technologies has important
implications for the practice of Public Relations. There is a distinct change in
corporate and professional communication as a result of the rapid advances in
digital communications (Webopedia, 2010)
New Media includes. Social networking websites, video blogs, audio, video, Email, online communities, web advertising. There are many different advantages
to new media and what it has to offer, the advantages are endless and they apply
to everything that new media is linked to. The main advantages are its
accessibility, its cost effective, the lifespan, knowledge, active producers of
content and interactivity (Chaffey et al, 2009)
18

Despite the advent of new media technologies, the idea that traditional media are
dead is a myth (Cutlip et al, 2009: 254). The term is in relation to traditional or
“old” media forms, such as print newspapers and magazines that are static
representations of text and graphics (Webopedia, 2010). Traditional media have
long provided economical, effective methods of communicating with large and
widely dispersed publics. Consequently, work in Public Relations requires
understanding of skills in using newspapers magazines, trade publications, AM
and FM radio, television, cables, books and so on (Cutlip et al, 2009: 254)
Horton (2001: 7-10) maintains that communication on the web should obey the
same principles as all other corporate communications. The main principles are
simplicity which refers to focusing on themes that support corporate success,
timelessness which means providing information when it is needed as online
communication increases pressure to deliver information quickly. Openness
refers to allowing access to information, definition and flexibility refers to
ensuring the key audiences receive using the relevant media for the message ,
Individuality means online communications enable users to personalise how they
want to receive information and the last principle that Horton discusses is
meaningful, which is about making sure that the messages are clear to the
recipient. (Theaker, 2001: 354)
However, Solis and Breakenridge (2009:17) argue that you have to “embrace
both new media and traditional media”. It is extremely important to incorporate
both traditional and new media to reach all the various publics.

2.4.2 Advantages and Disadvantages of Online Public Relations
Hortz (2002) highlights that, cost savings have motivated much of the move from
print to online. He also claims that other positive aspects of online media and
public relations include reaching publics effectively and efficiently, the ease of
use and speed.
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Chaffey et al (2009) discuss the advantages and disadvantages of online Public
Relations in depth. The first advantage is reach, online public relations is a
relatively low cost technique of reaching a large spectrum of people. If a good
hype is created around a campaign through online public relations then there is a
possibility that reach and impact will also be created by traditional media such as
radio, print and television. Various Publics and audiences can also be reached
indirectly by Journalists who read blogs or subscribe to online news feeds to find
out breaking news stories. Cost is a major advantage to online public relations as
it is a cost effective way to reach various audiences. Brand-enhancement and
protection mean that positive stories and experiences stories can improve the
reputation and credibility of a company or brand among its target audience.
However, on the other hand due to the fact that unfavourable media mentions
damage a brand, monitoring and response to these is a necessity for most brands.
Chaffey et al (2009).
2.4.3 Disadvantages of online public relations
The key disadvantage of online Public Relations is that it is not controlled
(Chaffey et al., 2009). PR 2.0 encourages two way communication and
collaboration and therefore, public relations practitioners and companies are not
in control of what the public are saying about them and they are very cautious of
creating blogs and forums there in case they receive negative comments.
However, on the other hand the argument can be made that the fact that they can
communicate with their audience and be involved in discussions with then is a
controlled on third party sites (Chaffey et al, 2009).
2.5 Models of Communication
The early models of communication, the press agentry model and public
information model are primarily focused on the transmission of one-way
communication. This one way communication emphasizes the benefits of sender
rather than receiver. The sender is seen as active and the audience is seen as
passive. (Theaker, 2001) In the press agentry model there is no dialogue and the
main objective is model is to put forward one particular view. The public
20

information

model

is also one-way communication

but this type of

communication provides information to people where accuracy is essential, the
main aim is to inform rather than persuade (Tench & Yeoman, 2009). Music
Artists used these forms of communication when publicizing their music and
promoting concerts.

More recently, through the development of two way communication models, both
sender and receiver are seen as active participants. Two -way asymmetric
introduces the idea of feedback or two-way communication, but it is still
described as persuasive communication as it aims to generate agreement between
an organization and its publics by bringing them around to the organizations way
of thinking (Tench&Yeomans, 2009). Gruing and Hunts (1984)
Two-way symmetrical communication model seek to manage and promote
mutual understanding with key publics. The symmetrical models involve ideas of
dialogue. Communication in this model is hilly reciprocal and power
relationships are balanced.

Music Artists play a key role in two -way symmetrical theories. Through listening
and observing they can build strong relationships with their publics. The model
addresses ethical questions by exploring the interests of both the sender and its
audience as it relies on honest and open two-way communication rather than one
way transmission models. Music Artists carrying out two- way symmetrical
communication must be willing to make significant modifications in how they
operate in offer to achieve mutual understanding.

Social media represents a shift from broadcast communication method to a two
way communication model. The process shifts from persuasion to conversation
based interaction which cultivates relationships and increases brand recognition
21
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and loyalty (Breakenridge et al, 2009:92). Music Artists benefit from this as from
communicating and interacting with people tlirough social media they have the
opportunity to build relationships while publicising their music. “Monologue has
given way to dialogue” (Solis, 2008; Breakenridge, 2008). Social media is about
communicating with people, not to people. It is about two- way discussions that
bring people together in order to discover and share information (Solis, 2008; 4).

2.6 Social Media
Many Independent music Artists use social media as a medium to increase their
fanbase and get their music heard. Social media is an online Public relations
technique that music artists have adapted. It is cheap, it allows for musicians to
interact with fans, it is easy to use and it can reach a wide variety of people if it is
used correctly. According to Miletsky (2010: 75) Social media is the umbrella
term for the wide variety of tools and applications that give the web its social
capabilities that allow a community to come together, communicate and build
upon each other’s opinions and ideas.
Miletskys idea of social media parallels with that of Theakers (2008:373 ) “Social
media describes the online tools and platforms that people use to share opinions,
insights, experiences and perspectives with each other”
Social media is changing how people and organisations communicate. Many
academics attempted to define social media. Social media is often referred to as
User-Generated Content (UGC) or as Consumer- Generated Content (CGC). It’s
an understatement to suggest that social media have had a staggering impact on
the practice of public relations since the first blogs appeared years ago. This has
continued and increased as social media have evolved and developed into a
number of different forms including text, images, audio and video through the
development of forums, message boards, photo sharing, podcasts RSS (really
simple syndication), search engine marketing, video sharing. Wikis, social
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networks, professional networks and micro-blogging sites. Files haring (music
pictures, videos, games) (Wright & Hinson , 2009)
Social media represents a shift from a broadcast mechanism to a many-to many
model, rooted in a conversational format between authors and peers within their
social channels. Social media is quite simply, anything that uses the internet to
facilitate conversations (Solis & Breakenridge, 2009; xvii)
Social media is empowering people to become the new influencers, and it is
forcing PR and marketing professionals to recognise and include these powerful
tools in their advertising and marketing communications strategies.” According to
Safko& Brake (2009:12), Social Media refers to activities practices, and
behaviours among communities of people who gather online to share information,
knowledge, and opinions using conversational media. Conversational media are
web based applications that make it possible to create and easily transmit content
in the form of words, pictures, videos and audios.
According to the International Association of Business Communicators (Young,
2009) more than half of all Internet users have joined a social network, social
networks have become the number one platform for creating and sharing content and
more than 75 percent of all Internet users have read a blog (Wright and Hinson,
2010) .
In relation to Independent music artists, as Social media is anything that uses the
internet to facilitate conversations, with the proper tools musicians can really
connect with their fans efficiently and effectively. Social media allows artists to
introduce their music to a potentially enormous audience at low cost without
necessarily affiliating with a major recording label (Leyshon, 2005)

Godin (2009) argues that the internet and social media have the ability to get any
song you want in front of people who want to hear it with huge reach and no
barriers. Godin highlights that what matters isn’t how many, it’s who. The
questions who are you reaching, who are the thought leaders, who are the people
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who are going to tell other people? Play a major role and must be taken into
consideration. (Godin, 2009)
As people now have the opportunity to broadcast their thoughts, opinions, and
expertise on global scale online, musicians can see what people are saying and
whether it is positive or negative they can interact and communicate with fans.
Social media is forcing people to recognise the power of social media tools and
include these powerful tools in their advertising and communications strategies.

2.7 Traditional Channels used by Independent Music Artists
In the past the traditional channels employed by independent music artists
consisted of word of mouth, distributing as many posters and flyers to as many
venues as possible, pubs, clubs and music stores. Music Artists also sent around
demo tapes to radio stations and recording studios. New Music artists tried to gain
as much media attention as possible, by arranging interviews with magazines,
radio stations and they did as a lot of gigs too. This took a lot of time, effort and
hard work.

2.7.1 New Channels used by Independent music Artists
Breakenridge (2009) believes powerful new social media tools offer copious amounts
of new opportunities in a twelve hour day when most traditional methods of
communication will not reach many audiences; much less convince them to do
anything. For Independent music artists social media plays a vital role in increasing
the fan base, becoming a known artists and communicating with the fans.

2.7.2 Social networking Sites
Social networking sites are online PR techniques according to Miletsky (2010;
76). A social networking site is one that uses social media tools for the primary
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purpose of promoting connectivity and

interaction, to

facilitate people

communicating with other people.
Social networking is revolutionising the way people communicate and share
information. Brown (2009: 50), claims that Social networks have evolved into
online communities. The most popular social networking sites are being used by
millions of people on a Daily basis. Social networking sites allow file sharing,
blogging and often incorporate content from all sorts of other platforms such as
those that publish video. The most popular social networks, with around 200
million users between them at the time of writing are MySpace and Facebook,
with Facebook growing at a faster rate and overtaking MySpace in terms of reach
in April 2008.
Social networking is a service that allows the people to connect with each other
for sharing, collaborating and networking and extend our network of private and
professional contacts. Social networks are becoming primary mechanisms for
connecting with people,

ideas, brands,

news and information. (Solis &

Breakenridge, 2009:167).

2.7.3 MySpace
MySpace music promotion is the key to any band and artist’s success. MySpace
is a social networking website offering an interactive, user-submitted network of
personal profiles, friend’s lists, blogs, bulletins, groups, photos, music, MP3s and
videos. It is the world’s fourth most popular English website and the sixth most
popular global website; it has over 106 million accounts (Theaker, 2008:372).
MySpace music promotion is the most effective tool a band can use to get a viral
buzz started (Blogshare, 2010). By music artists building up their fans and friends
and having an active music player they have a much greater chance of getting
noticed.
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MySpace.com is a community based, social networking website where
individuals can create their own page, similar to a website page..MySpace is set
apart from other community websites such by featuring a music section, it
enables artists to upload their entire dicographies consisting of MP3 songs. The
stand-out feature on MySpace is the way in which users can add music to their
profile pages via MySpace Music. This has resulted in MySpace becoming an
intrinsic part of the music business. The music is added to a played that is
embedded directly into the profile page and can play automatically as the page
loads. This allows unknown bands to post songs and use MySpace as the platform
for launching their music career. There are profiles for musicians, which allow
them to upload six MP3 songs. Unsigned artists can use My Space to promote
and even sell their music.(Brown, 2009; 167)
While MySpace profile is designed for personal use, MySpace developed a
unique member template specifically for bands and musicians who want to
network with people. The template includes places for bands to list their
members, influences, news, tour dates, photos, videos, blogs and more. Musical
artists have flocked to MySpace and now you are likely to find a profile for just
about every band and soloist you’ve ever heard of But MySpace is not just for
musicians and major labels. In fact, MySpace is an even more valuable tool for
those independent artists who don’t have the big marketing budget behind them.
It allows them to easily keep in touch with fans and friends letting them know
about upcoming performances, recording projects and other information. It also
facilitates the “word of mouth” social marketing that occurs when friends tell
their friends about bands they like (Blake, 2006). MySpace is free and a great
way to not only spread the word about a band, but also help others spread the
word for you.

2.7.4 Facebook
Facebook is a social networking site that allows people to connect with each other
from all over the world. Facebook slows registered users to create profiles about
themselves, upload pictures and stay in contact with people, make new friends
and join different groups such as music groups of interest. July 21, 2010, it was
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announced that 500,000,000 people around the world were actively using
Facebook (Zuckerberg, 2010). For music artists, especially independent music
artists Facebook offers a potential fan base for music artists and it allows for easy
access of information such as upcoming concerts, new music and videos.
The iLike Application is one of the most active applications on Facebook. It
allows you to add music to your profile and IT enables bands to add their own
music to their profiles, create their own iLike band profiles, and dedicate their
music to friends (Jag, 2007). Artists can also sign-up for a Musician Page. This
enables music artists to upload music, concert information, photos, videos, etc.
for other people to share through the iLike Application platform. The uploaded
music can be dedicated to friends on Facebook. This is by far the most powerful
networking tools of the Application. Friends will receive the dedication with the
song and optional message, which will be displayed on their profile for all their
friends to see, and hear when clicked (Jag, 2007).

For musicians the growth of Facebook is just as significant as its predecessor
MySpace’s former successes were. You can't form a page’s look and feel as
simplistically as with Myspace, however, since Facebook isn’t open source. This
and a few other restrictions seemingly are part of the reason so many more people
chose to participate with Facebook that refrised to get involved with MySpace in
the past. There are a lot of very popular applications provided specifically for
musicians to promote their works directly on Facebook and even to help them sell
more music. Music Artists can start groups and add people to join, targeted
advertisement opportunities and status updates that appear on all of your friend’s
homepages and even their own friend’s homepages if they choose to like or
comment on the status posts (Cherry, 2010)
Another advantage to Facebook is that people can leave links o their friends
Facebook page, for example YouTube links of music Artists songs, concerts,
interviews. People can also leave links of websites that promote music Artists
such as or downloadmusic.ie which is an independent Irish Music chart, it is a
legal download site for the Independent music scene that allows artists publish
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music for sale and users pay for purchases by either SMS/TXT message or Credit
Card. It also includes gig listings, charts, latest news and competitions. When this
is left on a person’s page, other friends can click into it to.

2.7.5 Twitter
Twitter is a free service blending instant messaging, social networking, micro
blogging and wireless communication through computers and mobile phones to
distribute 140 character messages about what someone is doing. Twitter service
says that the service is for “staying in touch and keeping up with friends no
matter where you are or what you are doing”. (Horton, 2007)
Twitter is a network where users can very easily update their list of followers on
their latest news, events and happenings. For bands Twitter is essential for
monitoring and participating in conversations, providing information about bands
and upcoming concerts and promoting the launch of new songs. It is not difficult
to gain some popularity on Twitter if it is used on a regular basis and new
relationships are made with other people.
The benefits of Twitter are that, by posting a maximum of 140 character
messages, a musician can direct fans and potential customers of their music and
inform fans what they are currently working on, musicians can promote their
materials and websites and can even post contests or giveaway information on
Twitter (Cherry, 2010) .The biggest advantage that offers is its limitations.
Twitter forces one to maximise meaning in limited space, less is more (Horton,
2007).

2.7.6 Blogs
A Blog is a website that is maintained by an individual with regular entries or
posts that include commentary, thoughts and ideas and may contain photos,
graphics, audio, or video. Most blogs provide news and content on a specific
subject, while others operate as personal Journals(SafkoBrake,2009;167) The
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word blog refers to a “Web Log,” or an online diary of posts that are sorted in
reverse chronological order (Trammell& Keshhelashvili,2005)An important
feature of a blog is the reader’s ability to interact with the author through
comments.
For Independent Music Artists, Blogging is an effective and easy way to
communicate with fans and future fans. They can create a positive impression of
a musician and allow people to leave comments. Blogger, Wordpress and
MySpace are examples of where musicians can get free blog accounts. Music
Artists can then create an account and write whatever they want in relation to
their music happenings.
There are many different types of blogs that bands can benefit from such as band
blogs and Vlogs. Vlogs are video based blogs in which, the blog entry is provided
in a fonnat as opposed to a text based entry (Miletsky, 2010)

2.7.8 Video Sharing
According to Miletsky (2010: 161) online video as become an important part of
the social media revolution. One of the main reasons for the popularity of videosharing sites is that it is free to upload content onto the internet. Video sharing
sites virtually eliminate the costs and hassles people who produce the video and
they create a common and central place where viewers can watch the material
produced. The gold standard for sharing video is on the internet. It’s a simple
proposition, you load your videos and watch videos loaded by others (Brown,
2009 :164)
For music artists, video sharing and people posting videos on different social
networking sites is extremely effective and important for the music artists.
Miletsky (2010) identifies some important reasons why people may post videos
onto their sites; the main reasons are marketing and fame. In terms of marketing,
in the past video has always been crucial in marketing campaigns ie: television
commercials which made their way onto video sharing sites ie; YouTube received
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loads of views by people watching them. In relation to fame nowadays as a result
of video sharing anybody can become famous. A lot of Independent music artists
have reached stardom from their bedrooms and garages to small live gigs as a
result of video sharing such as YouTube. Video sharing sites take advantage of
social media tools by allowing viewers to leave comments on each video, this is
positive for music artists as good comments will raise their profile however on
the other hand, a disadvantage is that negative comments can also be left for
everybody to see.
Many Independent music artists use social networking sites and video sharing to
their ftdl advantage. An example of this is the social networking site MySpace.
MySpace lets members to upload videos to their profile. MySpace TV has
become an extremely popular feature to the social networking site and users and
music artists uploads videos of gigs, music diaries, tour diaries etc which can also
be embedded in their own MySpace profile to create even more awareness.

2.7.9 YouTube
YouTube is a social networking website that allows users to upload, view and
share video clips (Theaker, 2008) YouTube is a video sharing website, on which
users can upload, share and view videos. YouTube is attracting and reaching large
audiences and becoming influential channels of information (Me Namara, 2007).
Many Independent music Artists, upload videos of concerts, music videos and
people can view them and leave comments underneath them. Balcony TV is a
leading online viral music show that features bands, musicians and other variety
acts on balconies around the world, such a s Dublin, London, Hamberg and many
more. Irish Independent band ‘The Vibes’, have appeared on Balcony in Dublin,
and it is uploaded on YouTube. Other examples of Video Sharing Sites that also
publicize bands are Vimeo and Rewer.
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2.7.10 Podcasts
Podcasting was initially developed for distributing music (MP3) files to iPods and
a growing range of other PDAs (Personal Digital Assistants, also called hand-held
devices and palmtops). A new generation of podcasting supports video.
Within a few years, every mobile phone will be a digital device capable of e-mail
and interacting with Web sites including blogs, podcasts (with sound and video)
and wikis. (Me Namara, 2009)
Podcasting is the method of distributing multimedia files, such as audio or video
programs, over the Internet using Syndication feeds, for playback on mobile
devices and personal computers. They are cheap to produce. They allow music
Artists to promote their songs and technology services and methodology directly
to their customers as well as the media blogosphere (Shift Communications,
2007)
2. 7.11 Summary of Literature Review
To summarise, the literature review reveals that academic knowledge is still at a
nascent stage in illustrating how Independent Irish music are using online public
relations techniques to publicise their music through social media tools. It also
shows that social media is an effective way to interact and communicate with
people and there is an array of social media tools that independent music artists
can use to publicise themselves. Finally the literature reveals that it is essential to
use both traditional media and new media together.
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Chapter 3: Research Methodology
3.1 Introduction
The purpose of this chapter is to outline in detail the research methodology that
was employed in completing this dissertation. “The definition of the research
question plays a vital role in the determination of the research method and
research design; it drives all decisions regarding the study (Bramick,i997). It is
important to understand that the research design evolves from the research
questions. This chapter will outline the research question and research design; it
will then outline the research techniques which are used together with the
rationales for using them, in order to meet the objectives of the study. It will
conclude by identifying any limitations of the research design and how they were
overcome. As this thesis covers new subject matters in relations to Independent
Irish music artists and social media and is still not fully developed (and will
evolve for a few more years) there are very little traditional forms of literature
available. The information contained within this dissertation is in many cases
only a few days old and had to be checked at the last minute to get the most
recent up-to-date as they change rapidly from one day to the next.

3.2 Research Question and Objectives
Cooper and Schinder (2001) state that research objectives clarify exactly what is
planned by the proposed research. The research objectives provide a guide for the
author by detailing the required information for successful completion of the
dissertation. This study will focus on the importance of online public relations
techniques and social media tools for Independent Irish music artists for
publicising their music. Defining a clear, specific, and relevant research question
is one of the most important parts of the research study.
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3.3 Rationale for current study
This researcher identified a paucity of research data in the online public relations
techniques and social media literature pertaining to this particular aspect of social
media and the music industry - How independent Irish music artists are using
online PR techniques through social media tools.

3.4 Research Design
Research Design is concerned with turning research questions into projects
(Robson, 1993). Research is defined by Maylor and Blackmon (2005:4) as “A
systematic process that includes defining, designing, doing and describing an
investigation into a research problem”. In deciding the most appropriate method
required to conduct this study, both primary and secondary approaches were
considered. It is essential, according to Leedy (1989), to recognise the fact that
data and methodology are interdependent. For this reason, the research
methodology to be adopted for a particular problem must always recognise the
nature of the data that will be in the resolution of the problem. Methodology is
merely an operational framework within which the facts are placed so that their
meaning may be seen more clearly (Leedy 1989).
A qualitative research design was chosen for this research paper, as it has been
highlighted as the most suitable strategy for exploring new areas of study.
Qualitative research allows the researcher to share in the understandings and
perceptions of others and explore how people give structure and meaning to their
behaviour. (Berg, 2009).
The research method will influence;
■

What research questions will be asked

■

What methods are used to collect data

■

What type of data is collected, and

■

What tecliniques might be used to analyse data collected.
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As a result the research methods deemed appropriate for this study comprise of
both primary and secondary resources.
3.4.1 Qualitative Research

Qualitative research generally refers to findings not arrived at by statistical
procedures or other means of quantification. Qualitative research explores
attitudes, behaviour and experiences through such methods as interviews and
focus groups. It attempts to get an in-depth opinion from participants. “As it is
attitudes, behaviour and experiences which are important, fewer people take part
in the research, but the contact with those people tends to last a lot longer. Under
the umbrella of qualitative research there are many methodologies” ( Dawson,
2007:16).
3.4.2 Quantitative Research

Quantitative approaches usually prefer a deductive approach; a generally
accepted set of procedures for developing and testing theories. An idealised
model to arrive at “the truth” through; objective observation; measurement;
careftil and accurate analysis of data; minimizing pre-conceptions about how the
world works (Dawson, 2007:128). Jarrett (1996) refers to the narrow approach
that typifies quantitative research and continues to state that statistical analysis,
which is associated with quantitative measures, is detrimental to the quality of
data production.
3.5 Recording Information

The need to create a full record of the interview soon after its occurrence has been
identified as one of the means to control bias and to produce reliable data for
analysis. There are a number of advantages and disadvantages, which will now be
briefly outlined.
A recording device allows the interviewer to concentrate on questioning and
listening. The interviewer can re-listen to the interview and ensures that an
accurate and unbiased record is provided. Although, it may adversely affect the
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relationship between interviewee and interviewer, as there is a possibility that the
respondent will be focusing on the recorder. It may inhibit some interviewee
responses and reduce reliability with an additional concern that there is a
possibility of a technical problem. It also takes a considerable amount of time to
transcribe recordings.
The researcher opted to use an iPod nano with a built in recorder during the
interviews to record the interviews. All the interviewees for were asked for their
permission to record the interviews and there was no objections. Following each
interview the recordings were listened to and transcribed.

3.6 Data Collection Methods
In following the qualitative approach, semi-structured interviews were chosen as
the main source of primary research.

3.6.1 Interviews
Interviews are a useful technique to gather valid and reliable data that is relevant
and significant to the research objectives (Saunders et al, 2003). The design and
structure of the interview questions need to be carefully thought out so as to
ensure they reflect the ultimate objectives and research question of the study.
Bingham and Moore (1959) use the term ‘conversation with a purpose’ for the
qualitative interview where the researcher and informer become ‘conversational
partners’. (Daymon and Holloway, 2002: 166)

3.6.2 Interview Structure
Semi- stRictured, face- to- face interviews were chosen as the primary data
collection method because they are good for generating data based on informant’s
opinions, ideas, priorities and identifying what they consider as important factors.
The researched felt this was the best qualitative method to use to retrieve because
rather than having a specific schedule or a set list of questions to ask in order. An
interview guide may be developed for some parts of the study in which, without
fixed wording or fixed ordering of questions, a direction is given to the interview
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so that the content focuses on the crucial issues of the study (Burns, 2000:424). A
semi-stnictured interview also gives the researcher the chance to probe and
further explore interviewees for more detailed answers. Face- to-face interviews
mean that data can be checked for accuracy and relevance as it is being collected.
As a result the researched gained valuable insights based on the depth of the
information accumulated. This proved to be extremely helpfiil given that there
has been little research carried out into this area in Ireland.
The author preferred semi-structured questions which allowed the interviewer to
be flexible in tenus of order and in which the topics were considered, and let the
interviewee develop ideas and offer more opinions and speak more widely on
topics and issues raised by the researcher. The main reason that the researcher
chose open ended question was because they are flexible and allow the person
being interviewed to give the topic in-depth treatment. Follow up and probing
questions were used to encourage the interviewees to validate their answers.
An email was sent to each possible candidate politely asking them to take part in
the research process (see appendix D). Initial contact was made in June and dates
were established by the middle of June. He interviews took place between the
months of July and early August, they lasted between 30 minutes to one 50
minutes. Interviews were recorded on an iPod nano, providing a permanent
record of each interview eleven interviews were carried out in total.
Eleven interviews took place in total (see appendix C) The researcher interviewed
two public relations practitioners; Maeve Berry PR director of Maeve Berry PR
and Aine Killilea PR director of evolve PR. Four music PR practitioners were
interviewed; Linda Gooding Good seeds PR, Ken Me Guire, Rewind PR, Ailish
Toohey consulting, ATC music and entertainment management and Mary-Kate
Murphy, Entertainment Architects.
Four independent music artists were interviewed, Texas-Lead Vox, The Shoos,
Leo Logan, vocal and guitar. The Vibes band, John Murray, guitar. New Sunset
Beach and Andrew Glover, Guitar/keys/ Vox, Keywest band. Independent record
label of Hide Away Records Dylan Haskins, was also interviewed.
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After each interview, the researcher transcribed the recording by listening to each
of the recordings. Although this was time consuming, it allowed the researcher to
retrieve accurate information and direct quotations from the interview.
3.7 Secondary Research
Secondary data is useful in providing a broader understanding or background
material on a subject area. It is a cost effective and time effective method of
research. Secondary research offers ftirther advantages such as insight into the
opinions and perceptions of others, as well as highlighting areas in need of
additional research. Moreover, this type of data usually enjoys a greater level of
credibility and reliability (Steward and Kamins, 1993).

Thus, the secondary

research comprises of an extensive review of literature surrounding the
dissertation area. The sources of secondary data include; academic journals,
research papers, books, online sources and published surveys. Hence it was
essential that secondary data be reviewed and examined before conducting
primary research to establish what knowledge and studies currently exist, this
aided in the research decisions and saved time and money. To conduct the
research required for this dissertation the researcher visited Cork Institute of
Technology, Dublin Institute of Technology, Trinity College Dublin and National
University of Ireland Galway libraries. Books, online Journals, reports and
academic papers were reviewed to complete the secondary research.

3.8 Primary Research
Cooper and Schindler (2001) claim that “by using primary sources, researchers
can collect the information that they want” .Primary Research is data that is
collected and analysed for the sole reason of the problem in question. Primary
Research is new data that is unpublished or undocumented anywhere else
(Silverman, 1997). Primary data collection allows the researcher to tailor the
methods and content to the specific focus and relevance of the research area. For
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this study qualitative data methods were investigated. The primary research for
this study consisted of semi- structured interviews.

3.9 Validity and Reliability
Maxwell (1996: 87) maintains that validity in qualitative research is the
credibility of description, conclusion, explanation, interpretation, or other sort of
account. As Kirk and Millar (1986:11) and Silverman (2001: 219) point out, the
issues of reliability and validity are important, because in them the objectivity and
credibility of research is at stake ( Silverman, 2004). Throughout the use of semistructured interviews the research was able to look at different angles and
opinions on the topic.
Kirk and Millar (1986) define reliability as the degree to which the finding is
independent of accidental circumstances of the research (Silverman,2004: 285).
In qualitative inquiry, the person doing the research is the main research
instrument and therefore, the research can never be entirely consistent and
replicable (Daymon and Holloway, 2002: 90).

3.10 Date Analysis
For the data analysis, grounded theory was chosen as it is the most suitable
method for qualitative data analysis. Grounded theory is extremely useful where
there is little known about a particular topic.
After the interviews were conducted, the analysis process involved reviewing
eleven transcribed transcripts and notes that were taken. The transcripts were
broken down into different themes. Similar ideas and opinions were put together
under a matching theme. Each section of the data was compared against each
other to identify comparisons and contrasts (Daymon et al, 2002:126). To ensure
credibility the researcher ensured that themes were connected to each other and
tightly linked to data.
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3.11 Ethical Considerations
It is very important to have ethical standards when conducting research. There are
ethical implications at every stage of research process, including the choice of
topic to research, the selection of design and the publication of the findings.
(Parahoo, 1997)The researcher studied a number of research books and paid
particular attention to the ethical requirements and the research process when
conducting research and adhered to these codes of conduct. Respondents
participating in this project were treated in accordance with these regulations. All
participants took part in the research voluntary. They were informed of the
purpose of the study and their role in it. Confidentiality was assured in areas of
delicate nature.

3.12 Limitations of the Research Design
It is important to be aware of any disadvantages or restrictions associated with the
research design. One of the obvious limitations of qualitative research is the
difficulty, or even the impossibility, to apply generalisations to the information
and findings. This is mainly due to the great detail that can be extracted from the
data as well as the smaller sample sizes used. Acknowledging this, the
interviewees in this study are not used, and are not supposed to be used, to
generalise findings to a population, rather to generalise the findings to theory
(Bryman and Bell, 2007).
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4. Findings and Analysis
4.1 Introduction
This chapter presents the main findings obtained from the primary research. The
headings below show the general and unique themes extracted from the interview
data to develop research findings. The results are divided into sections of
qualitative findings and linked to the key objectives.
> To investigate how independent Irish music artists are practicing online

Public Relations techniques such as social media tools to publicise their
music.

> To investigate what social media tools Irish bands are using.

> To investigate whether traditional media methods or online methods are

more effective to publicise music artists or if it’s essential to use them
both.

4.2 Views on Online Public Relations
There was strong agreement among participants that online public relations offer
a lot of opportunities for independent music artists. Establishing a reputable
presence online, allows music artists to publicise their music efficiently and
effectively at a low cost and it also allows for instant interaction with people.
Data analysis shows that there are many advantages to online public relations for
PR practitioners and independent music artists.
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You are in Full control of the information that you are putting out there,
obviously your subject to editorial control or to how somebody wants to shape
and piece an article and interview when you’re looking at traditional forms of
media, so you’ve got full control of what you do, the messages you put out
there and also you can really take advantage of blogs interlinking those with
your Facebook, interlinking your twitter with your Facebook and creating very
cheaply and cost effectively videos, video blogs, video diaries, video
sampling. Aine Killilea, PR Director Evolve PR
It is instant communication - if you need to get a message or statement out
there on behalf of a client- it’s immediate with online public relation
techniques such as social media. Maeve Berry, PR Director Maeve Berry
PR
For bands you can have videos of music video of there’s been made, videos of
then in concert. There’s so much out there that they can interlink with their
fans so much quicker and so much easier once you have a fan base built up.
Aine Killilea, PR Director Evolve PR
The public relations practitioners believe that a major disadvantage on of online
public relations is that specific target markets were not being reached. Although a
lot of people were being reached at the click of a button, it is still difficult to
determine how many people were actually reached and received the information.
Aine Killilea, Evolve PR believes that “You are not reaching specific target
markets” she gives the example that “you could look at who’s checking out your
Facebook page and if your target market is thirteen year old girls, you could
sometimes be surprised and see that the majority of people who are visiting you
Facebook page could be 50year old men”.
In contrast to this PR practitioner Ailish Toohey believes that online public
relations is targeted “I think what the keeping with online marketing is that it
allows you to target very specifically” Aine offers a solution to the problem of
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online public relations not being targeted at the moment “with the development of
the semantic web that’s hoping to change all of that and to help people to target
their own target markets much more strongly”
Maeve Berry emphasises that online public relations can sometimes have
detrimental effects in relation to campaigns.
If you are engaging in a teaser campaign, sometimes things get out there quicker
than you would like them. Also, we have seen a large number of smear
campaigns carried out online which have been detrimental to some companies
and music artists.
Aine Killilea believes another notable disadvantage to online public relations is
that not everybody uses the internet. All forms of media is essential, to reach a
wide variety of people.
When you’re reaching a wide target market your still only closed in within the
internet and confined to the internet unless of course you’re picked up by other
mainstream forms of media.
Participants involved in music public relations said that they valued all fonns of
online public relations and what it has to offer when asked what online services
they use to publicise their music artist clients. They all use Facebook, Twitter,
MySpace and blogs along with different ones.
We make use of last.fin, Facebook, Twitter, Revemation, Bandcamp,
Tunecore, would be the main ones in terms of the music distribution side of
things. Ken Me Guire, Rewind PR, Music PR
We work with our through their marketing tools as in theii' personal tools, be it
a band Facebook or MySpace site or more and then other online marketing
tools, like blogs. Ailish Toohey consulting , ATC Music and entertainment

management.
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Ailish Toohey values these as the main online public relations techniques that she
uses for independent music artists that she works with and they are a good way to
connect with other people working in media. You would use them as a medium to
reach both the consumer and also other media people like print media journalists.

4.3 Views on Traditional and New media
There was strong agreement among participants that traditional media methods
and online new media methods should be integrated and used in tandem with
each other. Traditional media and new media, enable independent music artists to
reach a wider spectrum of people more efficiently and effectively.
I definitely think that they go hand in hand and they both complement each
other. In order for a strong effective public relations campaign, it’s essential
that you blend the two together. Aine Killilea, PR Director Evolve PR
Yes, you need to cater for the market that may not use new media. Maeve

Berr^', PR Director Maeve Berr> PR
I think you need to integrate the two; the two definitely go hand in hand. The
online stuff will only get you so far before you need to go in and do an
interview in the studio and get the traditional audience listening to your own
work or getting your write up in the paper. Ken Me Guire, Rewind PR,

Music PR
1 think that now online public relations has established itself so much more so
in the last twenty four months than it might have been previously obviously
because it’s there as a working and as a credible tool, that the idea would be
both to work together to give you the best opportunity to reaching your
objective, whatever that objective might be so they both absolutely have a part
to play.

Ailish Toohey consulting, ATC Music and entertainment

management.
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Aine Killilea illustrates that new media is more effective than traditional media
depending on what your target market is “you’re in full control of what you put
out there, sometimes social media and online public relations can be more
effective depending on the campaign”
Aine concludes by illustrating how the effectiveness of traditional media and
new media depend on the target market
It depends on key target markets and the demographics your trying to hit, so if
you’re trying to hit young people aged between fifteen to twenty if their your
target fan base then your much more likely to get them online than your going to
get them reading the Irish Times, the ticket magazine section that’s entertainment
focused. And then turn that around again, while the forty and fifty plus age
bracket are the highest growing demographic on Facebook its still possibly going
to reach them far more effectively through the Irish Times market as oppose to
through Facebook.
Similarly, Maeve Berry believes that online public relations are more effective “I
think online PR is more effective. With millions of users on Facebook daily, you
have a wider audience.”
Ken Me Guire believes that new media and online public relations is more
effective than traditional public relations “the stuff that we do ourselves is more
geared towards online side of things”
However there was one notable exception in relation to whether traditional media
methods or

new media methods were more effective for independent music

artists in Ireland, Ailish Toohey consulting, ATC Music and entertainment
management argues that traditional media is more effective “traditional media
because of the volume and amount of people is can reach would be seen more as
the biggest tool” Ailish Tooheys reason for this is that not everybody is equipped
with the knowledge of how to use computers and access content on the internet.
When it comes to some genres of music where the consumer been targeted may
not be as online savvy as targeting fifteen to twenty four year olds because if your
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targeting something and the target market is fifty or sixty plus then without being
patronizing they may not be as online savvy or may not have Facebook or not be
as familiar with YouTube as the people in the younger age category so for them
the traditional would still be the way to go and out of all of TV is still very much
an impact.
The music artists interviewed relied on traditional media to reach their fans before
the evolution of new media and social media.
In the beginning we just used word of mouth and phones with caller id turned
off to drag our friends to come to gigs, we put up posters & stuff, then with
MySpace and Bebo, we started to get actual fans and we started interacting
with them and getting them to tell their mates and then Facebook came along
as did twitter, MySpace, buzz, etc Texas-Lead Vox, The Shoos.
We used as many forms of media as we possibly could. Local radio mainly
and local newspapers and print media Leo Logan, vocal and guitar. The

Vibes band
All the Independent

music

artists

interviewed agreed that the biggest

disadvantage to traditional media methods was that it is too expensive and that
new media is cheaper.
It’s so costly to advertise on the radio and don’t even start with TV, ring RTF
there and see how much it is for a thirty second ad even a ten second sec ad
anytime day or night! Not to mention you have to record/produce the ads for
the radio or TV. Texas-Lead Vox, The Shoos.
The new media route seems to be a faster cheaper and sometimes better way
of promoting our band. Leo Logan, vocal and guitar, The Vibes band
As we have done everything completely independently the new media formats
are free and I think the traditional methods as well as costing money are
outdated for up and coming bands. John Murray, guitar. New Sunset Beach
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A key finding throughout the interview was that traditional media is still much
very alive. The musicians are in the same opinion that it was important to
incorporate elements of traditional media and new media to reach as a larger
spectRim of people and to increase their fan base. The music artists use both
traditional media and new media to maximise coverage as using one by itself
doesn’t always cover everyone.
Radio and television are still a very important factor in the music industry and
can often, with one play, reach more people then you could on the social
networks in months. Leo Logan, vocal and guitar, The Vibes band

4.4 Views on independent music artists using social media to publicise
their music
Through the use of social media independent music artists have the opportunity to
communicate and interact with fans, and increase their fan base. Through social
networking sites such as Facebook, music artists can keep fans up to date either
upcoming concert, release dates of new songs, post links to blogs and links of
Youtube clips of their music videos and concerts to their Facebook page. All the
participants agreed that social media is an effective way to publicise independent
music artists music.

I certainly think it’s the way to go forward anyway in terms of publicizing
music now, everybody’s online and using online ways of publicizing music so

I definitely would think it’s a huge advantage. Mary-kate Murphy,
Entertainment Architects
Ken Me Guire, Rewind PR believes that it is a “vital way to publicise them”. He
said that in the past in order to get on television it was necessary to have a lot of
buying power behind a musician for someone to look at them but now was a
result of social media and social networking sites bands music videos can go up
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on Youtube, and then it’s around on Facebook;. He Claims ‘I wouldn’t be in the
business of working with acts unless I could get the use out of social media”
Similarly Dylan Haskins, Hide Away Records has the same opinion as Ken Me
Guire, He believes that “Social media is the sole way they would use now for
advertising gigs or anything like that” He compares it to the past when you
would make “flyers and posters and put them up around town” but now “social
media has totally taken over that by Facebook events and inviting people through
that and statuses, its quite effective at obviously Twitter aswel for getting for
getting the word out instantly”
Ailish Toohey believes that social media is an effective way to help publicise
independent music artists “Social media has a big part to play because you can
tailor it to reach as many people as possible” she compares traditional media and
social media and illustrates why social media is so effective, Ailish Toohey
believes that
With newspapers there’s no way of identifying exactly how many people were in
your target group or reading that particular piece, whereas if you’ve got a
Facebook page or MySpace page and you you’ve got two thousand friends or five
hundred friends on that and growing you know that when you post something to
your site be it a new release coming out or whichever that the message is getting
directly to the person who’s interested.
When the participants were asked about the advantages of social media for
publicising their music the general consensus was that social media was a very
positive attribute for independent music artists.
Advantages are that you can connect with the people that want to hear about
you. Dylan Haskins, Hide Away Records, independent record label
It allows you to reach a many target markets that nowadays mightn’t be
reading the newspapers. Aine Killilea, PR Director Evolve PR
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Advantage is that the market is pretty big so everybody is contactable on it
really especially is you use pages on Facebook and all that kind of stuff.
Mary-Kate Murphy, Entertainment Architects
Advantages are media reach, immediate reaction, whether you’re getting stuff
out on blogs or having people leaving comments on tracks and feedback for
you Ken Me Guire, Rewind PR, Music PR
Dylan Haskins believes that social media is there for people who want to use it
and get information he gives an example saying if people are following a band on
Twitter then there are obviously interested.
they are interested in the types of things that you do, so it’s very tailored in that
sense, you’re not just publishing it to the world, your publishing it to people who
want to hear what you have to say.
Dylan believes that if you’re a band and you’ve got your Twitter account and
people are following you, then the opportunity is there to “instantly communicate
directly with the people who do want to hear that information so that probably the
biggest advantage, to focus marketing rather than putting up posters on the street
hoping that your fans will read the poster.”
The main disadvantages of social media were highlighted by the participants
interviewed consisted of the lack of personal approach, direct face to face
communication which are extremely important for building up relationships and
the time it takes.
Linda Gooding, Good Seed PR believes that the lack of ‘personal approach’ and
face to face encounters’ is a major inhibiting factor. She says that it is ‘important
to maintain that you know who you’re talking to and build up personal
relationships’
Mary-Kate Murphy, Entertainment Architects, believes that the disadvantages
would be that “you attract people on the internet that you may not want to be
attracting. Ailish Toohey consulting, ATC Music and entertainment management
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says “I Can’t see a disadvantage unless it was used in an inappropriate manner,
and people post negative comments”.
Dylan Haskins believes that the biggest disadvantage is the oversaturation of
social media tools and trying to pick which is the best tool for your needs.
Time management and being spoilt for choice are big disadvantages and
there’s an awful lot of resources out there and its running the risk of spreading
yourself too thin online and diluting your online audience. Ken Me Guire,

Rewind PR, Music PR
From interviewing the actual music Artists, it was evident that social media tools
have definitely provided bands with a lot more opportunities than they would
have got when they only used traditional media and helped increase the fan base.
From data analysis the main advantages that social media has to offer is that it
cheap and you get your name and music out there to more people a lot faster.
Advantages are that people can get their music to anywhere in the world, that
you get a group of fans in north eastern Cambodia and suddenly you’re off on
a tour as word spreads over there between friends and fans. It’s just easier to
get the word out about yourselves and your music, Texas-Lead Vox, the

Shoos
Advantages are you get to promote and reach more people for free than ever
before Leo Logan, vocals and guitar. The Vibes band
They get your name and music out there and free. John Murray, guitar. New

Sunset Beach band
The advantages are endless, it’s the only way to promote now like music shops
are shutting down, CD sales are right down so the internet and social media is
the only thing left. Andrew Glover, Guitar/keys/ Vox, Keywest band
Texas, from the band The Shoos argues that one of the main disadvantages of
social media are that people may have heard of you but couldn’t tell you the name
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of any song, hum the tune to any song. He believes that there’s so much to keep
up with “personally I think its information overload”. Likewise, John Murray,
from the band New Sunset Beach believes that the biggest disadvantage is that it
can come down to how long a band spends online how many fans they have, and
not based on the music.
The disadvantages are though that people can access your music for free and
don’t have to download or buy your records which in the long run I don’t
think is a good thing for the music industry. Leo Logan, vocals and guitar.
The Vibes band
There was mixed opinion on the idea of how social media tools offer music artists
the opportunity to promote the music and the artists in comparison to when the
social media tools weren’t available to them. Leo Logan, lead singer and guitarist,
from The Vibes believes
The main difference we feel these new tools have made for us is it has enabled us
to reach a far greater spectrum of people for far less the cost compared to what it
would have taken via the traditional media methods route.
In contrast to this Texas from The Shoos, believes that while social media is a
huge help in promoting music and reaching fans but at the same time he feels “a
little despondent with it all”. He thinks that there is too much emphasis put on
social media and not enough on music nowadays.
It just doesn’t translate to reality, people either go to gigs or they don’t and it’s
really based on the music, not if somebody likes your page on Facebook! Bitter
much! Not really but it has to always come back to the music, there’s just such a
huge bombardment on Facebook and it’s getting really corporate.
Texas uses Facebook as a classic example to further expand on his point that
there is too much emphasis put on social media and networking sites and it is not
possible to constantly keep updating information every half an hour. He suggests
that word of mouth will always be the best tool for music artists.
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Our Facebook friend page, it has about 2,900 friends, if we post something about
a gig in thirty seconds it’s gone from the news feed way down the pile so unless
you sit there all day updating every thirty minutes about your gig then most
people won’t see it, and people will seek you out to kill you also, unlike you,
delete you as a friend etc. I think in Ireland because we talk so much to anything
and everything, word of mouth will always be the best tool.
The music artists all agreed that social media tools enable them to promote their
music and reach a wide spectrum of people and as a result constantly increasing
their fan base at a low cost.
We have set up contact forms that people can add their email, name and phone
number on all our social networks which enables us to build up a big fan base
very easily. Leo Logan, vocal and guitar, The Vibes band
John Murray New Sunset Beach believes that although social media makes it a lot
easier for bands to get an online fan base together this still doesn’t “guarantee a
larger fan base in terms of gig attendance”
Regardless of the advantages and disadvantages of social media, data analysis
suggests that social media has definitely increased the fan base of music artists,
that
We have gained many fans which we would of had otherwise and when it
comes to gigs or any updates to do with the band we can have a free way of
publicizing them to thousands of people with a click of a button. Leo Logan,

vocals and guitar, The Vibes band
It has definitely helped, for example our song has had nearly 12,000 hits on
YouTube, and this would take an awful lot of gigging to reach the same
number John Murray, guitar, New Sunset Beach band
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4.5 Views on Social Media Tools used by Independent Music Artists
All participants expressed their opinions as to which tool they found most
effective for communicating online and promoting their music. The answers
received were varied, but data analysis show the most popular tools are YouTube,
Facebook, Twitter and then blogs. Some participants articulated reservations
when using twitter and blogs. Others are fascinated by Twitter and see is as the
most effective means of communicating and interacting directly with people
instantly.
Music PR practitioners had mixed opinions on the tools that they would use to
publicise a band. Linda Gooding, Good seeds PR and Dylan Haskins, Hide Away
Records believe that there is a wide variety of social media tools out there so it is
not about the tool; it depends on how it is used.
When promoting music artists, Ken Me Guire, Rewind PR likes the combination
of YouTube and Facebook together, he only used Twitter for personal use,
whereas Linda Gooding, Good Seeds PR prefers Twitter.
It says what it is and it’s very informative and it’s based on less than one
hundred and forty characters so there’s no room for any waffle, its straight and
that’s it.
Ailish Toohey thinks that YouTube is the most effective form of social media to
publicise music artist, because at the simple click of a button, a YouTube link of a
music video can be posted on Facebook pages, on Twitter and On emails.
Dylan Haskins agrees with this, he also thinks that there is more creativity
involved with YouTube and it creates a fantastic buzz around music artists and
music artist’s personalities can be captured more effectively as Twitter and
Facebook are more literal forms of media.
Data analysis from the music artists illustrates that the main social media tools
they use are Facebook, YouTube, Twitter and MySpace. Each band claimed to
have between two thousand and six thousand friends between all the different
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social networking sites. They all said that it is difficult to interact with fans all the
time but they try their best to communicate with fans on social networking sites
as much as possible. Blogs were not used by any of the music artists although for
two of the bands, music bloggers do follow their music and write blogs about
them. Some other social networking that one band uses are Fanbridge and
Bandcamp, but not to the same extent as the other main ones mentioned. The
music artist uses their social networking accounts to interact with fans and
advertise upcoming concerts. Flowever one of the music artists were honest and
said that they don’t use any of their social networking accounts regularly and they
never use their Twitter account.
The music artists interviewed said that they used social networking sites mainly
for promotion purposes and to interact with fans and keep them updated on a
regular basis.
Promotion of gigs, promote new music, share photos of gigs, fans photos,
share videos, whilst trying not to barrage fans with crap all the time, but just
new stuff that might interest them & it’s good to stay interactive with as many
fans and friends as you can. Texas-Lead Vox, The Shoos
We use them to promote everything to do with the band. Everything from gigs
new releases, new videos and even a day to day diary of what the band is up
to. Leo Logan, vocals and guitar. The Vibes band
We use Facebook to promote gigs and if we have any announcements about
the band it would be through Facebook we would announce it. John Murray,
guitar. New Sunset Beach band
A common subject found in interview transcripts was the importance of online
videos and video sharing and how important it is in the success of music artists.
They all have online music videos up on YouTube. It was suggested that they are
a valuable tool as they can be easily added to a social networking site such as
Facebook. It was agreed that YouTube was the most popular video sharing site
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used by the music artists interviewed and they have received between two
thousand and eleven thousands hits on YouTube between them all.
Nowadays I think a online music videos are very important. I think a music
video is so important it can even make or break a song. They are also a great
way for publicising a band online because you can easily add them to your
Facebook, MySpace, Twitter accounts which means your fans are not just
getting to hear the music they are also getting to see the band and get a visual
representation of what the song is about to the band. Leo Logan, vocals and

guitar, The Vibes band
We’ve done two Official music videos for our singles ‘Yeah’ and ‘Distance’,
and seeing as MTV and other music stations don’t really show music videos
any more, Youtube and Vimeo etc are really the only way of getting a good
visual representation of the band & visualisation of the songs meaning out
there, it’s good because everything is so visual & interactive these days and
puts a face to the name. Texas-Lead Vox, The Shoos
John Murray, guitar. New Sunset Beach band also believes online Videos like
Youtube are as he claims that they are the ‘most useful method of publicising a
band’ and it gives them the opportunity to create an image for their band. The
bands all said that if they were trying to find a music artist they would go to
YouTube first to check out the. One band said that they would then go to
MySpace.
Definitely YouTube, I think it is the biggest and best way of finding bands and
music out there at the minute. Leo Logan, vocals and guitar. The Vibes

band
I’d go to Youtube first or itunes to listen to a snippet before buying,
alternatively I’d go to their website or MySpace Texas-Lead Vox, The Shoos.
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4.6 Record Labels and Independent Music Artists
The participants have very strong opinions in relation to whether record labels are
essential tool for guaranteed success anymore as new media and social media
enable independent music artists to effectively publicise their music themselves.
Some argue that being signed to a record label provides more opportunities and
mainstream coverage which is difficult to attain without the backing of a record
label, and others believe that when you do it all yourself you from writing the
music to publishing the music, you are in full control of everything.
Having released our first two singles independently ourselves we know
firsthand that it’s tough but, you write the music, you record the music, you
own the music, you publish the music, you have a say in everything you do
and you are in control whereas when you’re with a label some of the things
I’ve mentioned can become a little diluted. Texas-Lead Vox, The Shoos
Leo Logan from The Vibes believes that it is possible to promote your own music
to an extent through new media and social media but record companies are still
extremely important when it comes to promotion on a main stream level.
Likewise, John Murray, New Sunset Beach believes that record labels are a very
important asset to music artists, he states,
For bands to make it big I think they do need the backing of a record label or else
sufficient finances to provide the advertising needed to break a band Bands can
bring attention to themselves successfully through these sites but ultimately need
the contacts and set up of a record label or management company.
Public relations practitioners involved in entertainment and music PR all had
similar opinions when they were asked did they feel threatened by the b fact that
bands have the ability to do PR for themselves through the use of social media
tools. They were all very open and honest and they illustrated that they did not
feel threatened at all, in fact they encouraged bands to use social media and
networking sites to the best of their ability and they view it as a positive thing.
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They all believe that it is more beneficial for the music artists to do as much as
they can themselves.
The reason why artists would come to people like ourselves to do a campaign
on their behalf is because they are already stretched they see themselves as the
people making the music, they come to people like ourselves to get the
information about that out there, we work with everyone as a team, it’s not an
us and them scenario its everybody working together to achieve the same
goals. Ailish Toohey Consulting, ATC Music and entertainment
management.
Ken Me Guire, Rewind PR said “More power to the max and individuals if they
can come in and look after campaigns” he believes that at the end of the day its
going to save them money and if their savvy enough and have the background in
doing it then he would encourage them whole heartedly to go out and do it
themselves. He concludes by stating “I think the longer you’re in a job you a have
a track record of getting the coverage that people need and they are going to,
leave it all to the professionals”
4.7 Summary
The data analysed demonstrates that online public relations techniques and social
media tools are being adapted by Independent Irish music artists and helping
them promote their music and reach their publics. The literature contends that
online public relations is collaborative and interactive, it can also reach and create
awareness of a brand within a public. This view is fully supported in the findings
as a number of professionals and music artists expressed their view that online
public relations are “instant communication”. In addition to this, the findings
indicate that online public relations techniques and social media tools is more
effective than traditional media on its own, but overall the findings illustrate that
traditional media and new media go ‘hand in hand’ together. The participants
expressed their opinion that social media compliments the traditional mainstream
media.
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Theakers (2008; 373) argues that social media describes the online tools and
platforms that people use to share opinions, insights, experiences and perspectives
with each other. This corresponds with the findings as all participants believe that
social media offers a platform for them to express opinions, provide information
and get feedback from the publics. The findings confirm that the two-way
communication model is beneficial and positive for everyone involved. The
finding ftirther indicate that social media is a ‘vital way to publicise bands’ but
the findings also show that it is essential to practice a personal approach too and
still interact with people face to face, and not to lose personal contact.
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5. Conclusion and Recommendation
5.1 Conclusion
The purpose of this dissertation was to explore how to explore how Independent
Irish Music artists are practising online PR techniques by utilising social media
tools to publicize their music and to investigate what tools independent Irish
music are using. This chapter aims to formulate conclusions in light of the
research questions, what the literature illustrates and what the results are from the
findings. Future recommendations in this area of study will also be suggested.
The ultimate conclusion of this research is that online PR techniques and social
media tools are helping Independent Irish music artists to publicise themselves
and their music effectively. Independent music artists are adapting online PR
techniques and using social media tools such as social networking to promote
their music and interact with fans on a larger scale.
The research question focuses on how Independent music artists are practicing
online public relations techniques to publicise their music. The literature contends
that online public relations are collaborative and interactive. This view is frilly
supported in the findings as a number of professionals and Irish music artists
expressed their views that online public relations allows for fast and effective
channels of communication. “It is instant communication”. In addition to this
findings indicated that establishing a reputable online presence allows music
artists to publicise their music at a low cost along with instant communication
with people. This corresponds with the literature as Chaffey et al (2009) state that
online public relations can extend reach and create awareness of a brand within
an audience. The findings prove that online public relations are an effective way
to interact with publics. It can be concluded that professionals and music artist are
using social media to the highest standards and making an effort to keep in
contact with the public, the literature suggests that online public relations
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enhances how people communicate with one other on an interactive and
collaborative level.
Through the analysis of both primary and secondary research data, a key finding
was that traditional media is still much very alive and it was concluded that even
though online public relations and new media play a huge part in how public
relations is now practiced, traditional media is still vital in public relations. Solis
and Breakenridge, (2009) argue that you have to embrace both new media and
traditional media. The findings flirther indicate this as when traditional media and
new media are both used together it enables independent music artists to reach a
wider spectnim of people more efficiently and effectively. It is extremely
important to incorporate both traditional and new media to try and reach all the
various publics. This is confirmed in the findings and practitioners and music
artists use both traditional media and new media method. The research findings
show that participants find that new media offers them a cost effective way to
publicise their music, promote concerts and communicate with fans on a regular
basis. This is reiterated in the literature, Chaffney et al (2009) states that one of
the main advantages of new media is that it is a cost effective way to reach the
various audiences. The findings show that when deciding what form of media to
use it is important and which is more effective, it is important to take into
consideration the target market. The practitioners found that as the target market
you are trying to communicate might not use new media or alternatively, it might
be the other way around and they do not use traditional media. From the findings,
it can be concluded that integrating both traditional media and new media is the
most effective way to reach various publics and to get the most coverage.
The findings confirm that social networking sites Facebook, Twitter, MySpace,
YouTube and Blogs are the most popular social networking sites for music artists
to use to promote themselves. The literature agrees with this. The findings show
that music artists interviewed are embracing social media and using it effectively
and they all use social media tools and the social networking sites Facebook,
Twitter, MySpace and YouTube. The findings conclude that YouTube is the best
form of social media to use to promote music artists and music now.
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Research findings show that although social media tools offer Independent music
artists the opportunity to promote themselves and their music to a large spectrum
of people and people can listen to their music for free online, the findings indicate
that independent music artists are more likely to be successful when they are
signed to a record label as they can not to everything by themselves and with the
backing of a record label they are awarded more opportunities. Also, findings
further specify that although social media allows music artists to practice online
PR techniques, music PR practitioners are still extremely beneficial to music
artists as they help them manage what they need to do, and the music PR
participants confirm that they encourage music artists to use social media to their
advantage and when music PR practitioners and music artists work together,
results are achieved successfully.
To ultimately conclude the author feels that Independent Irish music artists are
practising online PR techniques and using social tools effectively to publicise
their music and reach a larger spectrum of people. Social media helps bands to be
discovered, it helps to promote bands while saving a lot of money and it hits a
wider market. The Irish music industry will continue to see changes as more
music artists continue to practice online public relations techniques and as social
media continues to evolve.
The findings from this research provide significant insight into the impact social
media is having on Independent music artists and how it is helping to promote
their music and thus, thoroughly resolves the research question of this
dissertation.
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5.2 Recommendations
> Research shows that social media usage is increasing at a rapid pace in
Ireland. Therefore, Independent music artists need to be more open to
embracing social media in order to stay ahead of the technological curv^e.

> To be successful in the world of social media, Independent Irish music
artists need to keep up to date with social media trends and be aware what
social network sites people are using. It is vital that independent music
artists have a clear understanding of the level of commitment it takes to
productively embrace social media.

> It

is

encouraged that

music

artist’s use

two-way symmetrical

communication when embracing social media. It is essential that they
listen and observe what people are saying. It is also important that music
artists make the effort to interact with people on the social networking
sites by responding to comments left.

> It is recommended that traditional media and new media are incorporated

together to reach a larger spectrum of people.

> Blog about industry-relevant topics, not just band accomplishments.

Social media is not just a new tool in the marketing belt. It is a new
opportunity to engage fans and cultivate relationships. It is important to
comment on other blog and be part of the conversation.

> Embrace online video and watch how creative and genuine content
becomes viral. Video is an opportunity to showcase the band while
entertaining viewers.
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In order to prevent music artists from neglecting consistent communication with
publics though social media, the following recommendations are made:

> Plan social media activity- do not allow days to build up with no new contact.
> Decide on a daily or other social media routine, post at a certain time, check for
replies at a certain time, respond at a certain time. This sets expectations and
enforces a schedule.
> Create thematic days: one day could be photos or podcasts.
> Set aside time for reading and engaging in other people’s posts, tweets and online
conversations.

62

Bibliography

Berg, B.L. (2009): Qualitative Research Methods, (7^"ed) London; Pearson
Education Inc.
(2006)

‘The

Pinnacle

of

MySpace

Power’

Available:

http://blog.oiirchiirch.coiTi/2006/09/13/the-pinnacle-of-myspace-power/
[Accessed August 1 2001]
Breakenridge, D. (2008). PR 2.0: New media, New> Tools, New Audience. New
Jersey; Pearson Education.
Brown, R. (2009); Public Relations and the Social w>eh: How to use social media
and Web 2.0 in communications ( L‘ edition) London; Kogan Page Limited.
Bryman, A. and Bell, E. (2003); Business Research Methods. Oxford; Oxford
University Press
Burns, R.B (2000): Introduction to Research Methods, (4''^ed) Austrailia, Pearson
education.
Caroll, J. (2010) ‘new sales reveal an industry in perilous shape’ Irish Times,
Available;

http://www.irishtimes.eom/blogs/ontherecord/2010/05/21/new-sales-

figures-reveal-an-industry-in-perilous-shape/ [Accessed 5 August 2010]
Chaffey, D., Chadwick, F.E., Mayer, R., and Johnson, K., (2009); Internet
Marketing Strategy’, Implementation and Practice (4'*' ed) London: Pearson
Education Limited.
Cherry,B.M.,(2007) ‘How to promote music in web 2.0’ Available;
http;//www.suitel01 ■com/content/how-to-promote-music-in-web-20-a26184
[Accessed August 10th 2010]

63

Cherry, B. M., (2010) ‘Social Networking for Musicians’ Available; http://socialnetworkinu-tauuing.suitelQl.com/article.cfni/social-networking-formusicians#ixzzOxpOmknHh [Accessed 20 August 2010]
Chisnall, P. (2001) Marketing Research, (6‘^ed)., McGraw-Hill Publishing
Company, England; Berkshire
Cooper, D.R., Schindler, P.S. (2001); Business Research Methods, (7‘^ ed)
Singapore, MsGraw Hill Irwin
Cutlip, S., Center, A. Broom, G.(2009); Effective Public Relations, (10^ ed) New
Jersey, Prentice Hall,
Daymon, C., and Holloway, I. (2002) ; Qualitative Research Methods in Public
Relations and Marketing Communications,{P^ ed) Routledge .
Dawson, C. (2007) A Practical Guide to Research Methods (3*^^ ed) Trowbridge;
Cromwell Press.
Deighton, J. (1996) The Future of interactive marketing, Haf'vest Business review,
November-December, 151 -62
Denscombe, M. (2000) The Good Research Guide for small-scale research
products. Philadelphia; Open University Press.
Facebaker, (2010); ‘'Facebook Statistics Ireland’, Available:
http;//www.facebakers.com/countries-with-facebook/IE/ [Accessed August 2010]

Free blogshare (2010)Available;
http;//www.freebloushare.com/ueneral-information/promote-vour-music-bandvourself-bv-increasinu-mvspace-plavs-and-uet-more-fans-uius-and-uetsiuned.html [Accessed 17 July 2010]

64

Holtz, S., (2002); Public Relations on the net. New York: Amacon.
Horton,

J.

L.,

‘Learning

online

Crafts’

Available;

http;//www.online-

pr.coin/Holding/LearningOnlineCrafts.pdf [Accessed July lO'^ 2010]
Horton, J. L., (2009) ‘ PR and social media’ Available ;
http;//online-pr.com/'Holding/PR and_Social_media.pdf [ Accessed July 8 2010]
Horton,

L.

J.,

(2007)

‘Twitter’

Available;

http;//online-

pr.com/Holding/Twitter.pdffAccessed August 20 2010]
Horton, J.L. (2001) Online Public Relations. Quorum Books.
Horton, J. L., (2007) ‘
[Accessed 5 August 2010]

Twitter’

http;//online-pr.com^Holding/Twitter.pdf

lnternet.com (homepage) webopedia , Available from;
http;//www.webopedia.coiTiTERM/N/new media.html [Accessed 15 May 2010]

Jag, Nick. (2007) ‘Facebook forbands,’Available;
http;//www.facebookforbands.com/ [Accessed July 2010]

Jarett, Denise G., (1996) ; A Comparison of two alternative interviewing
techniques used with an integrated research design ; a case study in out shopping
using semi- structured and non- directed interviewing techniques, Marketing
Intelligence and Planning, 14(6), 6-15

Trammell, K.D. and. Keshelashvili, A., (2005), Examining the new influencers; A
self-presentation study of A-List blogs. Journalism ^ Mass Communication
Quarterly 82 (4), 968-971

65

Kelleher, T., (2007) Public Relations Online: Lasting Concepts for changing
media. London; Sage Publications.

Kennedy, J. (2010). ‘Facebook hits 500m - Ziickerberg intoduces stories’,
Available; http;//www.siliconrepublic.com/new-media/item/17076-facebook-hits500m-zucker. [accessed 25th August 2010]
Leedy, P.D. (1989) Practical Research.- A Planning and Design 4^^' edition.
London; Macmillan Publisihing Company.
Ledingham, J.A., Bruning, S.D., (2000); Public Relations as relationships
Management, a Relational Approach to the study and Practice of Public
Relations, New Jersey; Lawrence Erlbaum Associates.
Leyshon, Andrew, et al. On the Reproduction of the Music Industry After the
Internet Media, Culture, and Society, Vol. 27. 177-209.

L’etang, J., Pieczka, M., (2006) Public Relations Critical Debates and
Contemporary Practice, New Jersey; Lawrence Erlbaum Associates.
Maylor, H. and Blackmon, K. (2005); Researching Business and Mafiagement.
Palgrave Macmillan
Me Namara, J. (2007). New Media: How web 2.0 is Changing the World. Sydney
; University of Technology Sydney.
Miletsky, J (2010); Principles of Internet marketing// new tools & methods for
web developers. Canada ; Nelson Education Limited.
Mulley, D., (2009); Facebook Statistics, Mulley Communications (Homepage).
Available; http;//mullev.ie/blog/2009/08facebook-hits-900k-in-ireland/ [Accesses
19 July 2010],
66

Plageiihoef, S., (2006) ‘Arctic Monkeys, whatever people say I am Thats what
I’m not’ Available: http://pitchfork.com/reviews/albiims/497-whatever-peoplesav-i-am-thats-what-im-not/ [Accessed 8 July 2010]

O’ Connor, D. (2004) ‘Irish Music Industry Today’ perfect sound forever,
Available:
http://ww^-.fiirious.com/perfect/irishmusicindustrv.html [Accessed 25 July2010]

Oden, Lee ., (2006) ‘Tips for Online PR’ Toprank, Available:
http://www.toprankblog.eom/2006/04/tips-for-online-pr/
2010]

[Accessed

August

5

Phillips, D., (2001) Online Public Relations. London: Kogan page
Safko, L. & Brake, D. K. (2009). The Social Media Bible. New Jersey: John
Wiley & Sons.

PRCA (2005), The Public Relationships Consultants Association, Available:
www.prca.ora.uk [ Accessed 20 July 2010]

Godin, S., (2009) Seth Godin, ‘future of music marketin’ Available:
http://w^w.rollogradv.com/rollo-gradv-interview-seth-godin/

[Accessed

August 2010]
Rose, M. (2008) ‘ Digital / New Media Drives PR Growth’ , Available
:http://www.prblognews.com/2008/03/18/digital-new-media-drives-pr-growtli/
[Accessed 30 July 2010]
67

15

Saunders, M., Lewis, P. and Thornhill, A.(2003L Research Methods for Business

Students,

ed). Person education Limited, Essex, England.

Shift Communications (2007) ‘Shift Communications Reference Gide’ Available:
http://www.shiftcomm.com/downloads/pr2essentials.pdf [accessed June 30 2010]

Slideshare.

(2008)

‘New

Media

Terminology’,

Available:

http://w^^.slideshare.net/amittekale/new-media-terminologv [Accesesed June 6
2010]

Solis, B., & Breakenridge, D.(2009): Putting the Public Back in Public Relations:
how social media is reinventing the aging business of PR. (C‘ ed) New Jersey:
Pearson Education
Silverman, D. (2004): Qualitative Research Theoty, method and Practice (2"^
ed) London: Sage
Stafford, R. & Faber, J. eds.. Advertising,Promotion and New Media. American
Academy of Avertising: M.E. Sharpe, Inc.
Theaker, A., (2008): The Public Relations Handbook, Routledge, Canada

Tench, R., Yeomans, L., {2Q09) Exploring Public Relations, Essex: Pearson Ltd.
Traffikd, (2009): ‘ Categorised List of Social Media and Social Networking',
Available : http://traffLkd.com/social-media-websites/ [Accessed August 2010]

Wright D.K., & Hinson, M.D., (2009): ‘An updated Look at the Impact of Social
Media on Public Relations Practice’, Public Relaions Journal, VOL 3, No.2, PP.
7-13

68

Wright D.K., & Hinson, M.D., (2008) ‘How blogs and Social Media are changing
Public Relations and the way it is practiced’ Public Relations Journal. Vol 2,
Spring 2008.
Wright, D.K., & Hinson, (2010) ‘An Analysis of New Communications Media
use in Public Relations; Results of a five year Trend Study’ Public Relations
Journals, Vol.4, No.2, Spring 2010.
Zuckerberg, M. (2010) ‘ The Facebook blog; 500 million stories’ Available;
http;//blog.facebook.com/blog.php?post==409753352130 [Accessed July 30 2010]

69

Appendix A

Interview Questions for Independent Music Artists
1. What forms of media did you use to reach fans when you first started the band?
Does your band have a Myspace/Facebook/twitter account?
2. Do you have videos on Youtube?

3. How important are online music videos when it comes to publicizing a band?
How have they functioned for you?
4. Do you use any other social media tools apart from Facebook/ Myspace/
Twitter/blogs? If so what are they?
5. Are there music bloggers that discuss your music?
6. What do you use these social networking sites for? Do you promote
concerts/gigs/music on them?
7. Do you have many hits/fans and friends?
8. Why did you decide to choose the route of new media as oppose to traditional
media methods such as newspapers/radio/television?
9. How does these new tools help promote your music/band in comparison to when
you first started and the tools didn’t exist?
10. Do think the use of social media tools has helped increase your fan base in
comparison to when you were just using traditional media?
11. Do you use both traditional and new media together or just use one? Why?
12. What do you feel is the most effective social media tool that use to promote your
music?
13. Do you interact with your fans on the social networks?
14. Do you think that record deals or record labels are important nowadays or is it
possible for independent music artists to publicize their own music successfully
themselves through new media?
15. What do you think are the advantages and disadvantages of these new media tools
for your music?
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16. How do you feel social media has impacted on the publicity aspect of your
music/band?
17. If you were looking for music or a particular band, what way would you go about
looking for it?

Interview Questions for Music PR Practitioners
1. What online services do you use to help publicize Independent music Artists and
the main online PR techniques that would be used?
2. Do you think using social media is an effective way to publicise music Artists?
3. What do you think is the most effective social media tool?
4. What do you think are the advantages and disadvantages of using social media?
5. Do you think online PR is more effective than traditional PR or do you need to
integrate the two of them?
6. Do You feel threatened by the fact that Independent music artists able to promote
themselves through social media tools and may not need help from music PR
practitioners?

71

Interview Questions for PR Practitioners
1. Do you think that social media has enhanced the practice of Public Relations?
2. Do you have a Facebook and twitter account?
3. Do you have many fans/friends?
4. Do you use it often and interact with people on it?
5. When you first started what forms of media were used to reach the publics?
6. What are the advantages online Public Relations?
7. What are the disadvantages of online Public Relations?
8. Do you find it difficult keeping up to date with web 2.0 the revolution of Public
Relations?
9. Do you think traditional or online pr is more effective?
10. Do you think it is important to integrate both traditional media and new media
together?
11. Has social media changed the way you discover music and musicians?
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Appendix B

Transcribed Interviews
Ken Me Guire - Rewind PR.
Q. What online services do you use to help publicize Independent music Artists,
and the main online PR techniques that would be used?
Ken:
We make use of last.fm, Facebook, Twitter, Reevernation, Bandcamp, Tunecore,
would be the main ones in terms of the music distribution side of things.
Q. Do you think using social media is an effective way to publicise music Artists?
Ken;
I think it’s a vital way to publicise them, I know that with some bands
imparticular. I suppose years ago your trying to pitch a video to someone you
used to go through TV you had to go and get all this buying power behind you to
get someone to have a look at what you doing whereas now you can go out even
at our base we can go out on A weekend, shoot A music video with a band and
bring it back a week later, it’s up on YouTube, its around on Facebook and its
delivered there and then you know. 1 wouldn’t be in the business of working with
Acts unless we could get the use out of social media
Q. What do you think is the most effective social media tool?

Ken:
I like the combination of YouTube and Facebook together. Twitter is good from
my own point of view on a one-to- one level if I’m just chatting or spouting
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away, but from a band point of view I know bands are using it but I still don’t
think there fir indie acts whereas the fans are a hell of a lot more comfortable on
Facebook or looking up stuff on YouTube so if you can link the two together
your laughing.
Q. What do you think are the advantages and disadvantages of using social
media?
Ken;
Advantages are media reach, immediate reaction, whether you’re getting stuff out
on blogs or having people leaving comments on tracks and feedback for you.
Disadvantages are time, management particularly if you’re a band trying to stay
on top of everything and your running the risk of being in too many places at the
one time and really kind of diluting your online audience there, where you feel
you really have to keep your Facebook page up to date and your Revernation
page, YouTube up to date, blog up to date then your twitter up to date, at the end
of the day the acts want to go out and play music. 1 suppose it’s up to us on the
other side, and we can look at the management side of things for them. Time and
being spoilt for choice are big disadvantages and there are an awfrd lot of
resources out there and its running the risk of spreading yourself too thin online.
0- Do you think online PR is more effective than traditional PR or do you need to
integrate the two of them?
Ken:
I think you need to integrate the two; the two definitely go hand in hand. The
online stuff will only get you so far before you need to go in and do an interview
in the studio and get the traditional audience listening to your own work or
getting your write up in the paper or getting your review in the back of a
magazine whether it’s something like hot press or indie print off in the town. I
mean the stuff that we do ourselves is more geared towards online side of things,
I mean anybody that we are working with will try and line up the radio stuff and
newspaper stuff You need to tap into the audience wherever they are I suppose.
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Q. Do you feel threatened by the fact that Independent music artists able to
promote themselves tlirough social media tools and may not need help from
music PR practitioners?
Ken:
More power to the max and individuals if they can come in and look after
campaigns. At the end of the day it’s going to save them money and if their savvy
enough and have the background in doing it then I would encourage them whole
heartedly to go out and do it themselves. I think the longer you’re in a job you a
have a track record of getting the coverage that people need and they are going to,
leave it all to the professionals.
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Tex - The shoos band
Q. What forms of media did you use to reach fans when you first started the
band?
Tex:
In the beginning we just used word of mouth and phones with caller id turned off
to drag our friends to come to gigs, we put up posters and stuff, then MySpace
and Bebo, we started to get actual fans which was great and kind of interacting
with them and getting them to tell their mates then Facebook came along as did
Twitter, MySpace, Buzz, Linkedin, etc
Q. Do you have videos on YouTube?
Tex:
Yeah we do, we’ve got a few up there, a few kind of clips of us, from fans at gigs.
Official videos and a few updates from us.
Q. How important are online music videos when it comes to publicizing a band?
How have they frmctioned for you?
Tex
We’ve done two Official music videos for our singles Yeah and Distance, &
seeing as MTV and other music stations don’t really show music videos any
more, YouTube and Vimeo etc are really the only way of getting a good visual
representation of the band and visualisation of the songs meaning out there, it’s
good because everything is so visual and interactive these days, puts a face to the
name & I suppose everyone fancies themselves as a bit of an Actor!!
Q. Do you have a blog? Do use it and get many comments?
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We have tried a blog but it’s hard to keep a sit down and write it blog going, plus
we’re really busy, but that’s not a great excuse, we should really, but Twitter is
sort of an online blog of where you are, what you’re doing, etc.

Q.

Do

you

use

any

other

social

media

tools

apart

from

Facebook/Myspace/Twitter/blogs?
Tex
Well we have our website which is pretty interactive we send update monthly
mails to our fan base, we’re also about to launch our Shoos iphone App to
coincide with the release of our EP!
0. Are there music bloggers that discuss your music?
Tex:
I don’t know, I wouldn’t even know how or where to look for a music blogger! I
suppose there’s all the stuff that goes on YouTube and other sites like comments
on the videos or what have you, and everyone is entitled to their own opinion.
Q.

What do you use these social networking sites for? Do you promote

concerts/gigs/music on them?
Tex:
Promotion of gigs, promote new music, share photos of gigs, fans photos, share
videos, whilst trying not to barrage fans with crap all the time, but just new stuff
that might interest them & it’s good to stay interactive with as many fans/ffiends
as you can.
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Q. Do you have many hits/fans and friends?

Tex;
Yeah we’ve got about 4000+ fans on our fanpage/like page or whatever and about
2,900 on our friends page I think and hopefully we do have more real fans &
friends outside of Facebook and the virtual world.

Q. Why did you decide to choose the route of new media as oppose to traditiona l
media methods?
Tex;
We have used radio in the past and it’s been very effective for promotion etc. but
it’s so costly to advertise on the radio don’t even start with TV, ring rte there &
see how much it is for a 30 sec ad even a 10 sec ad anytime day or night! Not to
mention you have to record/produce the ad’s for the radio or TV, we get a good
few column inches in the press, so why advertise when we’re in it sometimes
anyway!
Q. How does these new tools help promote your music/band in comparison to
when you first stalled and the tools didn’t exist?
Tex;
It’s a huge help, there’s no doubt about that but I’m beginning to get a little
despondent with it all, it just doesn’t translate to reality, people either go to gigs
or they don’t and it’s really based on the music, not if somebody likes your page
on Facebook! Bitter much! Not really but it has to always come back to the
music, there’s just such a huge bombardment on Facebook 7 it’s getting really
corporate, take for example our Facebook friend page, it has about 2,900 friends,
if we post something about a gig in 30 seconds it’s gone from the news feed way
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down the pile so unless you sit there all day updating every 30 minutes about
your gig then most people won’t see it, and people will seek you out to kill you
also, unlike you, delete you as a friend etc. I think in Ireland because we talk so
much to anything and everything, word of mouth will always be the best tool,
Q. Do think the use of social media tools has helped increase your fan base in
comparison to when you were just using traditional media?
Tex;
Not really and yes total contradiction but it’s hard to know! I mean I don’t take
note of who’s not at gigs & then go back to the Facebook event page and check
them off to make sure they’re there, and then ring them up if they’re not and give
out to them for not going! I mean it’s obviously crossed my mind but that could
be determined as a little extreme & perhaps tr>'ing too hard.
Q. Do you use both traditional and new media together or just use one? Why?
Tex;
As I’ve said we’ve used both, we use both and all to maximise coverage I
suppose
Q. What do you feel is the most effective social media tool that use to promote
your music?
Tex;
I think we’ve found that YouTube is very effective to promote the music, iTunes
also to promote & sell the music and texting and emailing fan base to promote
live shows.
Q. Do you interact with your fans on the social networks?
Tex;
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Yes, we always try to interact with fans on social sites, it’s cool because they
came to watch you or took the time to listen to you or look at one of your videos
and to write to you or put up a photo so it should be a two way street as much as
possible, to say thanks really.
Q. How do you monitor what your fans are saying about you?
Tex;
I don’t think it’s healthy to monitor what people say about you too much, praise is
great if you get it & put downs can be great to spur you on to do better or else say
well if you don’t like it don’t listen/look whatever but using stronger language
than that.
Q . Do you think that record deals or record labels are important nowadays or is it
possible for independent music artists to publicize their own music successfully
themselves tlirough new media?
Tex;
I think there could be whole books dedicated to this, but in short yes & no.
Record deals are still record deals and there’s a certain gravitas that goes with
them, opening doors that were firmly shut before. Having released our first 2
singles independently ourselves we know firsthand that it’s tough but, you write
the music, you record the music, you own the music, you publish the music, you
have a say in everything you do and you are in control whereas when you’re with
a label some of the things I’ve mentioned can become a little diluted.
Q. What do you think are the advantages and disadvantages of these new media
tools for your music?
Tex;
Advantages are that people can get their music to anywhere in the world, that you
get a group of fans in north eastern Cambodia and suddenly you’re off on a tour
as word spreads over there between friends & fans. It’s just easier to get the word
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out about yourselves and your music, the disadvantages for me are that it’s all
become a bit much and people may have heard of you but couldn’t tell you the
name of any song, hum the tune to any song or anything else! There’s so much to
keep up with, personally I think its information overload, but that’s just me.
Q. How do you feel social media has impacted on the publicity aspect of your
music/band?
Tex;
I think it’s been good to us, sometimes the view is that perception is reality but if
we continue to work hard on all fronts and utilise all forms of media new and old,
we’ll only have one thing to blame if people aren’t our fans and don’t buy our
music/come to our shows and that’s inevitably going to be based on the strength
of our music and that’s the way it should be.
Q. If you were looking for music or a particular band, what way would you go
about looking for it?
Tex:
I’d go to YouTube first or iTunes to listen to a snippet before buying,
alternatively I’d go to their website or MySpace, it depends how you hear about
them or where you’re lead through links etc.
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Aine Killilea - PR Director, Evolve PR
Q.
Do you think new media and social media are the same?
Aine:
I don’t, I think there is so much nm being developed at the moment that you can’t
pin it down as being sm. New media is constantly evolving, so you can’t say that
new media and social media are the exact same. Although, social media is also
evolving at the moment, but new media could be any number of things such as
applications for the iphone, apps for new Google apps that are out, there are many
other areas than social media.

Q
Does your business have a Facebook, or twitter account?
Aine:
Yes, I have my own personal accounts set up and ones for my business but they
are not public at the moment. I’m waiting on my website to be completed so I can
run them all in tandem with my website along with my social media accounts to
make sure that there’s consistency in any information going out about my
business and the I’m populating Google as much as I possibly can by using then
all in tandem
QWhen you first started what forms of media did you first use to reach the publics,
as social media wasn’t the hype then?
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Aine;
What I used was the traditional forms of media, television, radio, newspapers,
magazines so that’s press but I did use blogs, be contacting blogs especially Irish
blogs such as beaut.ie, beauty couture.ie, style bible.ie if there was a consumer
client that needed that then there would be some of the business blogs aswel such
a s business world, post online, ie which is the subsidiary of the Sunday business
post so they would be used along with also social media such as Facebook and
Twitter which would be set up for various clients.

Q.
Do you think that Social Media and has enhanced the practice of public relations?
Aine:
Absolutely, it allows you to reach a many target markets that nowadays mightn’t
be reading the newspapers, there’s an article that I spotted online a couple of
months ago talking about how people are referring to Twitter and Facebook ahead
of any other popular media such as newspapers, radios, television, even websites
because they feel they pick up on news there first. Obviously there are also news
stories breaking on social media which are then picked up by other mainstream
forms of media.
Q:
What are the advantages of online public relations?
Aine:
You are in Full control of the information that you are putting out there,
obviously your subject to editorial control or to how somebody wants to shape
and piece an article and interview when you’re looking at traditional forms of
media, so you’ve got fiill control of what you do, the messages you put out there
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and also you can really take advantage of blogs interlinking those with your
Facebook, interlinking your twitter with your Facebook and creating very cheaply
and cost effectively videos, video blogs, video Diaries, video sampling. For bands
you can have videos of music videos, and of music videos been made, and videos
of bands in concert. There’s so much out there that they can interlink with their
fans so much quicker and so much easier once you have a fan base built up.
Q.

What are the disadvantages of online PR?
Aine;
You’re not reaching specific target markets, you could look at who’s checking
out your Facebook page and if your target market is 13year old girls, you could
sometimes be surprised and see that the majority of people who are visiting you
Facebook page could be 50year old men, it’s not extremely targeted at the
moment however, with the development of the semantic web that’s hoping to
change all of that and to help people to target their own target markets much more
strongly and also you still only, when you reaching a wide target market your still
only closed in within the internet confined to the internet unless of course your
picked up by other mainstream forms of media that is of course where qualified,
experienced and gut strategic PR Practitioners would come into play or a PR
company where they can bring you from the internet into other forms of extreme
media such as radio getting out there pays heed to bands and to singers musicians
and television, newspapers, all the coverage is vital and it’s still worth its weight
in gold.
Q

Why did you start offering social media tools?
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Aine:
Because of the wide variety of people that you can reach through social media
and also being able to have fiill control of what you do and what you put out there
is key on top of it helping to populate them in Google searches so that they may
not have to spend money on adverts, campaigns, that Facebook is going to come
up and help support their website, help increase ratings on the page, on Google
pages so there’s many reasons for that but control is definitely key to it all
Q.
Why do you think that online PR is more effective than offline traditional
methods of PR?
Again, because you’re in full control of what you put out there, 1 definitely think
that they go hand in hand. Sometimes Social media and online PR can be more
effective depending on the campaign. But then again it depends on key target
markets and the demographics your trying to hit, so if you’re trying to hit young
people aged between 15-20 if their your target fan base then your much more
likely to get them online than your going to get them reading the Irish times, the
ticket magazine section that’s entertainment focused. And then turn that around
again, while the 40 and 50+ age bracket are the highest growing demographic on
Facebook its still possibly going to reach them far more effectively through the
Irish Times where the a key target market as oppose to through Facebook.
Me:
Do you think online PR is more effective than traditional offline methods of PR?
Aine:
It depends on the campaign; it really does depend on the campaign. There’s
definitely a lot to be said for social media, I feel that they need to work hand in
hand. Sometimes you can have great success with social media campaign. But
more often than not if the campaign is really successful within social media it’s
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going to be picked up by mainstream media and that link is generally going to be
made by a well qualified PR practitioner.
Q:

Do you find it difficult keeping up with the web 2.0 revolutions of Public
Relations?

Aine:
No, because there’s a huge amount of information available online and key to
public relations industry as a whole strategy, effective PR strategy, if you have
that in place for traditional methods of media then you can most certainly be
equipped with strong comprehensive knowledge of social media, but you can
train yourself in if you access the information online and employ strong viewer
strategy online also and that’s key to any successful online PR campaign as a
strong strategy

Q. Do you think traditional or online PR is more effective?
Aine:
They go hand in hand, they both complement each other.
Q.

Do you think it’s important to integrate both social media and traditional media
together?
Aine;
Yes, most certainly in order for a strong effective pr campaign it’s essential that
you blend the two together. As I said earlier they do go hand in hand but strong
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social media campaign can be picked up by mainstream media and that’s
essentially the two of them working together aswel and what makes a campaign
effective.

0:
Has social media changed the way you discover musicians?
Aine;
Yeah, most certainly, Personally if I’m reading Blogs that’s where I’m coming
across new music in the last two years most definitely far more than word of
mouth of friends than it used to be, its most definitely through social media blogs
that I’m discoverine new bands.
Q:
Are they music blogs that people are writing about?
Aine:
Entertainment blogs
Q:
The key thing is face to face?
Aine;
Oh yeah, social media will never replace that ever and from a really strong
business point myself is to create and maintain face to face contact and, telephone
contact with clients, ad much face to face contact that is feasible depending on the
account if it’s one that your working on you know if it’s taking a lot of time a
week well then you need to be meeting the client weekly but if it’s one that’s only
taking a couple of hours a week well than as long as you’re getting solid phone
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time with them a couple of times a week as required, face to face meetings once
every 3-4 weeks is sufficient.
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Appendix C
List of Inter\'iewees

Position

Name

Company

Maeve Berry

PR Director

Maeve Berry PR

Aine Killilea

PR Director

Evolve PR

Ken Me Guire

Music PR Director

Rewind PR

Lindii Gooding

Music PR Director

Good seeds PR

Mary Kate
Murphy

junior Publicist

Entertainment
Architects

Ailish Toohey

PR Director

ATC Music and
entertainment
management.

Dylan Haskins

Independent record
label owner
Hide Away
Records

Leo Logan

Vocal and guitar

The Vibes

Tex

Lead Vox

The Shoos

John Murray

Guitar

New Sunset Beach

Andrew Glover

Guitar/ Keys Vox

Keywest
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Appendix D
Introduction Email

Dear

My name is Aine Cullen, I did the PR with new media masters down in Cork
Institute of Technology and I am currently completing my Dissertation at the
moment. I am doing my dissertation on How Independent Irish Music Artists are
using online public relations techniques to publicise their music through social
media.
1 was wondering would it be possible to arrange an interview with you sometime
in July on this topic as research for my dissertation. I am sure you are extremely
busy I am available to meet you at any time.
I look forward to hearing from you.
Regards,
Aine Cullen.
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